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2Total Overnight Visitation to Arizona

2010 2011
11/10 % 
Change2010 2011 Change

36.5 million 37.6 million 2.9%

Source:  Tourism Economics, 2007-08 Mexican Visitors to Arizona, US Department of 
Commerce-Office of Travel & Tourism Industries and Statistics Canada
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iEconomic Impact



4



52011 Arizona Travel Impact Summary

Direct spending of $18.3 billion generated:

• 157 700 direct jobs• 157,700 direct jobs

• $5.1 billion direct earnings$ g

• $2.7 billion in local, state and federal 
tax revenues

Source:  Dean Runyan Associates



62011 Direct Travel Spending in Arizona (dollars)                
historical comparison from 2000
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72011 Direct Travel Spending – U.S. vs. Arizona (dollars)                
historical comparison from 2000
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82011 Direct Travel Spending in Arizona by Commodity Purchased

2011 Visitor Spending by Commodity 
Purchase ($billion)

Food Services, 

Visitor Air 
Transportation, 

$1.4B, 8%

Food Stores, 
$0.9B, 5%

$4.0B, 24%

Accommodations, 
$2.4B, 14%

Local 
Transportation & 
Gas, $3.1B, 18%

Arts, 
Entertainment & 
Recreation, $2.4B, 

14%

Retail Sales,  $2.8B, 
17%

Source:  Dean Runyan Associates



9Direct Travel Employment in Arizona
historical comparison through 2000

170.7

174.4
172.7

170.6
170

175

9% decline since 2007
4% decline since 2000

163.7 164.3

160

165

ds

1.7%

153.4

158.6
157.6

155.0

157.7

150

155Th
ou

sa
nd

148.4

140

145

50

135

140

2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011p

Source:  Dean Runyan Associates



102011 Arizona Travel Employment Distribution

2011p, Distribution of Travel‐Generated 
Employment 

Percent of State Direct  Travel‐Generated  Employment

2011p, Travel‐Generated Employment as 
Percent of Total Area Employment

Percent of Total Area Employment  that  is Travel‐Generated

All other

Maricopa & Pima

All other

Maricopa & Pima

0% 20% 40% 60% 80% 0% 2% 4% 6% 8% 10%

Source:  Dean Runyan Associates



11Direct Travel Earnings in Arizona (dollars) historical 
comparison from 2000
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12
Local, State and Federal Tax revenue generated by
Direct Travel Spending in Arizona                                                              
historical comparison from 2000
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13Annual Earnings, Selected AZ Export-Oriented Industries   historical 
comparison from 1991

Annual Earnings, Select Arizona Export‐Oriented  Industries
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Domestic & International Domestic & International 
VisitationVisitation



152011 Total Visitation to Arizona – Market Share

37.6 million Overnight Visitors to Arizona

International 
12.7%

Domestic 
87.3%

Source:  Tourism Economics, Office of Travel & Tourism Industries - U.S. Department of Commerce, 
2007-08 Mexican Visitors to Arizona – University of Arizona, Statistics Canada



162011 Arizona Domestic Overnight Visitation Volume       
Resident vs. Non-Resident
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172011 Arizona Domestic Overnight Visitation Volume           
Leisure vs. Business
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182011 Arizona Overnight Visitor Profile: 
Domestic Overnight Visitors to U.S. vs. Arizona

U.S. Total Domestic 
Overnight

Arizona Total Domestic 
Overnight

Share of U.S.                  
2 8% (rank #15)

Overnight Domestic Visitors
2.8% (rank #15)

Average Length of Stay 3.6 nights 4.0 nights

Average Travel Party Size 2.8 persons 2.7 persons

Purpose of Stay
46% VFR,  16% Business &  44% VFR,  14% Business & 

Purpose of Stay
8% Special Event 14% Touring

Average Age 45.4 years 47.2 years

Average Household Income $74,860 $74,660

Mode of 63% Auto 14% Air 50% Auto 20% AirMode of 

Transportation
63% Auto,  14% Air,      
9% Rented Auto

50% Auto,  20% Air,   
14% Rented Auto

Accommodations 63% Paid,  37% Non‐Paid 68% Paid,  32% Non‐Paid

Trip Quarter 26% Q3, 25% Q4 28% Q1, 25% Q2

Trip Expenditures (excluding 
transportation to destination)

$593 $663

Source:  Longwoods International



192011 Arizona Overnight Visitor Profile: 
Domestic Overnight Residents vs. Non-Residents

Domestic Overnight       
Non‐Residents

Domestic Overnight        
Residents

Share of AZ Overnight 
72 % 28 %

Visitors
72 % 28 %

Average Length of Stay 4.8 nights 2.7 nights

Average Travel Party Size 2.7 persons 2.8 persons

Purpose of Stay
46% VFR, 15%  Business & 

15% T i
41% VFR, 11% Outdoors & 

11% T i
u pose o S ay

15% Touring 11% Touring

Average Age 46.7 years 48.0 years

Average Household Income $79,070 $66,300

Mode of  37% Auto, 26% Air,  82% Auto, 4% Camper/RV,

Transportation 18% Rented Auto 3% Rented Auto

Accommodations 71% Paid, 29% Non‐Paid 63% Paid, 37% Non‐Paid

Trip Quarter 27% Q1, 26% Q2, 26% Q4 30% Q1, 26% Q3

Trip Expenditures (excluding 
transportation to destination)

$831 $382

Source:  Longwoods International



202011 Arizona Overnight Visitor Profile: 
Domestic Overnight Leisure vs. Business

Domestic Overnight       
Leisure

Domestic Overnight       
Business

Share of AZ Overnight 
82 % 18 %

g
Visitors

82 % 18 %

Average Length of Stay 4.1 nights 3.5 nights

Average Travel Party Size 2.8 persons 2.1 persons

Purpose of Stay
52% VFR, 16%  Touring &  73% General Business & 

Purpose of Stay
10% Special Event 27% Conf./Convention

Average Age 46.9 years 48.8 years

Average Household Income $73,080 $86,500

Mode of  52% Auto, 18% Air,  33% Auto, 30% Air,            
Transportation

, ,
13% Rented Auto

, ,
20% Rented Auto

Accommodations 66% Paid, 34% Non‐Paid 87% Paid,  13% Non‐Paid

Trip Quarter 28% Q1, 25% Q2 33% Q1, 24% Q2

Trip Expenditures (excluding 
transportation to destination)

$644 $778

Source:  Longwoods International



212011 International Visitation to the U.S.

Top Origin Markets for
International Travelers to the U.S. (2011 vs. 2010 & 2007)

2011 11/10 11/07

1 Canada 21.0 5.4% 18.4%
2 Mexico 13 4 -0 1% not avai lable

 Origin of Visitor
2011 11/10 11/07

(mill) (% change) (% change)

2 Mexico 13.4 0.1% not avai lable

Overseas 27.9 11.0% 16.7%
3      United Kingdom 3.8 -0.4% -14.7%
4      Japan 3.2 -4.0% -8.0%
5      Germany 1.8 5.7% 19.7%
6      Brazil 1.5 25.9% 135.9%
7      France 1.5 12.1% 50.8%
8      S  Korea 1 1 3 4% 42 1%8      S. Korea 1.1 3.4% 42.1%
9            China (EXCL Hong Kong) 1.1 35.9% 101.8%

10      Australia 1.0 14.8% 55.0%

62.3 8.9% 11.3% International Total 

Source:  Office of Travel & Tourism Industries - U.S. Department of 
Commerce; Secretaria de Turismo (Mexico);   Statistics Canada



222011 International Visitation Market Share – U.S. vs. Arizona

International to Arizona
4.8 million overnight visitors

International to U.S.
62.3 million overnight visitors 4.8 million overnight visitorsg

Overseas, 
44 7%

Mexico,  
21.5%

Overseas, 
18.1%

44.7%

Canada, 
33.7%

Canada, 
14.8%Mexico,  

67.1%

Source:  Office of Travel & Tourism Industries - U.S. Department of 
Commerce, 2007-08 Mexican Visitors to Arizona – University of Arizona, 
Statistics Canada, Tourism Economics



232011 Overseas Visitation to Arizona 

U.S. Market Share*

1 New York 34 1%  

Arizona had an increase of 13% in Overseas Visitation (excluding Canada & Mexico)

1. New York 34.1%  

2. California 22.0%   

3. Florida 20.4%   

4. Nevada 10.3% 

NY 
34.1%

MA    
5.1%

PA

5. Hawaii 8.2%   

6. Massachusetts  5.1%  

7. Texas 4.6%
CA       
22.0%

NV       
10.3%

IL    
4.5%

NJ   
3.5%

PA   
3.3%

Guam         
4.4%

8. Illinois  4.5% 

9. Guam 4.4% 

10. New Jersey 3.5% FL 
20 4%

HI    
8.2% TX    

4.6%

AZ      
3.1%

11. Pennsylvania 3.3%

12. Arizona 3.1%

20.4%

Source:  Office of Travel & Tourism Industries, U.S. Department of Commerce

* Based on Overseas Visitors (excluding Canada & Mexico)



242011 Canadian Visitation to Arizona
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2007 54 6%

496,300 

455,600 

514,500 

557,400 

,

500,000 

600,000 

2007            54.6%
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Source:  Statistics Canada – 2011 volume is preliminary



252011 Canadian Visitation to Arizona by Province
(by Market Share)

Atlantic 
Canada

2.9%

QuebecManitoba
Alberta 
33 5%

British 
Columbia    

21.5% Quebec
6.6%

Ontario 
24.9%

5.4%
33.5%

Saskatchewan 
5.0%

Stars represent air service to Phoenix in 2011

Source:  Statistics Canada

Stars represent air service to Phoenix in 2011



262011 Canadian Visitation to Arizona by Province

Province 2011 (preliminary)
% Change 
11/10

% Change 
11/07

Alberta 236,000 0.8% 59.4%

Ontario 175,000 2.3% 32.8%

British Columbia 151,200 20.6% 49.7%

Quebec 46,200 25.9% 79.1%

Manitoba 37,700 70.6% 90.4%

Saskatchewan 34,800 ‐27.0% 97.8%

Atlantic Canada 20,600 60.9% 80.7%

TOTAL 704,200 8.4% 54.6%

Source:  Statistics Canada



272011 International Tourism Spending in Arizona

SWITZERLAND

2011 VisaVUE Spending in Arizona 
(by market share)

AUSTRALIA

ITALY
1.3%

CHINA
1.2%

1.1%
BRAZIL
1.0%

OTHER
12.0%

FRANCE 2.5%

JAPAN 
2.1%

AUSTRALIA
1.5%

CANADA
53.0%

MEXICO

UNITED KINGDOM 
3.7%

GERMANY 2.6%

MEXICO
17.9%

Source: The Arizona Office of Tourism estimates based on and extrapolated from aggregate card usage data 
provided by VisaVue Travel for the period of 2011 and incorporates data from other independent research 
sources.



28

Indicators



29Arizona Indicators - Summary
2011 compared with 2010, 2007 & 2000

Indicator 2011 Volume

                                 2011 Arizona Tourism Indicators
% Change 
f 2000

% Change 
f 2007

% Change 
f 2010Indicator 2011 Volume

Tourism Related Tax ▲ 40.4% ▼ -10.0% ▲ 8.0% $532,853,241
Air Traffic (Enplaned & Deplaned) N/A ▲ 0.8% ▲ 4.8% 46,450,460
State Park Visitation ▼ 14 5% ▼ 10 7% ▼ 5 4% 2 062 402

from 2000 from 2007 from 2010

State Park Visitation ▼ -14.5% ▼ -10.7% ▼ -5.4% 2,062,402
National Park Visitation ▼ -8.8% ▲ 1.1% ▲ 2.1% 11,910,446
Statewide Lodging
      Occupancy ▼ -6.5% ▼ -13.0% ▲ 3.2% 57.6%p y
      ADR ▲ 9.5% ▼ -9.7% ▲ 2.8% $95.23
      RevPAR ▲ 2.4% ▼ -21.5% ▲ 6.0% $54.85
      Demand ▲ 9.9% ▼ -3.0% ▲ 3.6% 23,413,796

* The above tax estimates DO NOT include the 1% temporary tax increase which took effect June 1, 2010.

      Supply ▲ 17.5% ▲ 11.5% ▲ 0.5% 40,651,926

Source: Arizona State Parks, National Park Service, Individual Arizona Airports, Arizona Dept. of 
Revenue, Northern Arizona University and Smith Travel Research



30Arizona Airports
Annual Enplaned and Deplaned 2007 – 2011

Source:  Individual Arizona Airports



31Arizona Airports
Annual % Change Enplaned and Deplaned 2008 – 2012 YTD thru April

Source:  Individual Arizona Airports



32Arizona Tourism Taxes
Annual Volume 2007 - 2011

* The above tax estimates DO NOT include the 1% temporary tax increase which took effect June 1 2010

Source:  Arizona Department of Revenue, Northern Arizona University

 The above tax estimates DO NOT include the 1% temporary tax increase which took effect June 1, 2010.



33Arizona Tourism Taxes
Annual % Change 2008 – 2012 YTD thru April 

* The above tax estimates DO NOT include the 1% temporary tax increase which took effect June 1 2010

Source:  Arizona Department of Revenue, Northern Arizona University

 The above tax estimates DO NOT include the 1% temporary tax increase which took effect June 1, 2010.



34Arizona Tourism Taxes
Annual % Change by region 2007 – 2012 YTD

Source:  Arizona Department of Revenue, Northern Arizona University



35Arizona National Park Visitation 
Annual Volume 2007 – 2011

Source:  National Park Service



36Arizona National Park Visitation 
Annual % Change by region 2007 – 2012 YTD thru April 

Source:  National Park Service



37Arizona State Park Visitation 
Annual Volume 2007 – 2011

Source:  Arizona State Parks



38Arizona State Park Visitation 
Annual % Change by region 2007 – 2012 YTD thru May 

Source:  Arizona State Parks



39Arizona Lodging

Demand ÷ Supply = Occupancy

Occupancy x Average Daily Rate (ADR) 

= Revenue Per Available Room (RevPAR)Revenue Per Available Room (RevPAR)



40Arizona Lodging – Comparison to U.S & Mountain Region
% Change YTD: May 2012

Montana

Idaho

Wyoming

Nevada
Utah

Colorado

Arizona New 
Mexico

Mountain 
R iRegion

Source:  Smith Travel Research



41Arizona Lodging - Demand
2011% Change over 2010, 2007, 2000, and 2012 thru May 

Source:  Smith Travel Research



42Arizona Lodging - Supply
2011% Change over 2010, 2007, 2000, and 2012 thru May 

Source:  Smith Travel Research



43Arizona Lodging - Occupancy
2011% Change over 2010, 2007, 2000, and 2012 thru May 

Source:  Smith Travel Research



44Arizona Lodging – Average Daily Rate
2011% Change over 2010, 2007, 2000, and 2012 thru May 

Source:  Smith Travel Research



45Arizona Lodging – Revenue Per Available Room
2011% Change over 2010, 2007, 2000, and 2012 thru May 

Source:  Smith Travel Research
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Website Metrics
arizonaguide.com
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48Year in Review

Key Fiscal Year 12 Results 

O ll i it t i id 23 2%- Overall visits to arizonaguide.com         23.2% year over year.
- Facebook fans        32% year over year.
- Twitter account 39% year over year.Twitter account       39% year over year.
- Web Enhancements including Experience and Share, American 

Indian and Tourism Partner sections
L h d S i T i i i it- Launched Spring Training microsite 

- Launched Summer Travel microsite

Source:  Adobe Digital Marketing Suite, Powered by Omniture



49Site Performance - Overview

Total Unique visits to arizonaguide.com – 2.0 million

• Percent of return visits – 20%
• Average Page Views – 4.0
• Time on Site – 3:28 domestic; 5:01 international
• Requests for Official State Visitor’s Guides – 145,330
• eNewsletter opt-ins – 117,295
• ePostcards Created – 6,363

Source:  Adobe Digital Marketing Suite, Powered by Omniture



50Site Performance – Top US Markets

Top US Markets to arizonaguide.com

Source:  Adobe Digital Marketing Suite, Powered by Omniture



51Site Performance – Top Pages

Most Popular Pages (excluding home) to arizonaguide.com:

Source:  Adobe Digital Marketing Suite, Powered by Omniture



52Site Performance – Target Markets

Target Market Performance 
Primary

• Chicago 8.0% year over yearChicago       8.0% year over year
• Los Angeles       23% year over year

Secondary
• Denver       8.0% year over year
• Minneapolis 9 0% year over year• Minneapolis       9.0% year over year
• New York       8.0% year over year
• San Diego       22.0% year over year
• San Francisco       11.0% year over year
• Seattle 5.0% year over year

Source:  Adobe Digital Marketing Suite, Powered by Omniture



53Site Performance – Top International Markets

Top International Markets to arizonaguide.com

• Ontario – 42%
• British Columbia 17 8%• British Columbia – 17.8%

• Alberta – 13.3%
• Quebec – 11.8%

Source:  Adobe Digital Marketing Suite, Powered by Omniture



54Site Performance – Traffic Sources

Source:  Adobe Digital Marketing Suite, Powered by Omniture



55Site Performance - Search

Top Natural
• Arizona• Arizona
• Arizona Tourism
• Things to Do in 

ArizonaArizona
• Arizona Travel
• Phoenix, AZ
• Visit ArizonaVisit Arizona 

Source:  Adobe Digital Marketing Suite, Powered by Omniture



56Site Performance - Search

Top PPC
• Arizona Tourism• Arizona Tourism
• Arizona 

Attractions
S d AZ• Sedona, AZ

• Grand Canyon
• Sedona, Arizona
• Arizona Tourist 

Attractions

Source:  Adobe Digital Marketing Suite, Powered by Omniture



57Site Performance – PPC by Market

Chicago
arizona resorts

Los Angeles
hoover dam

grand canyon hiking
grand canyon trails

painted desert
montezuma's castle

d ilake powell
grand canyon hikes
things to do in phoenix

grand canyon vacation
lake havasu az
grand canyon toursthings to do in phoenix

golf courses in phoenix
phoenix golf courses

grand canyon tours
canyon de chelly
grand canyon vacationsphoenix golf courses

grand canyon hike
arizona resort

grand canyon vacations
grand canyon
kartchner caverns tour

Source:  Adobe Digital Marketing Suite, Powered by Omniture



58Site Performance - Mobile

Mobile Traffic in FY12 -- 628,201
• iPad – 436,869
• iPhone – 53,722,
• Android devices – 19,102
• Amazon Kindle Fire – 15,869

Source:  Adobe Digital Marketing Suite, Powered by Omniture



59Social Media Overview – FY12

Facebook Likes – 48,711 Twitter Followers – 15,885 

Source:  Facebook.com; Twitter.com



60Website Improvements

Experience & Share 



61Website Improvements

American Indian



62Website Improvements

DiscoverAZSpringTraining.com



63Website Improvements

SummerinAZ.com
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Outlook/Trends
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Outlook/Trends



66Current State of the U.S. Economy 

“The Economy isn’t careening into a ditch. It’s just 
stuck firmly into the slow lane”  

‐USA today

Source: http://www.usatoday.com/money/economy/story/2012-06-03/economy/55366586/1?csp=obnetwork



67Consumer Confidence – U.S & Arizona
Index by Month: January 2008 - June 2012

As a result, consumer confidence is stagnant…..
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P l d V ti !People need a Vacation!



69Benefits in Taking a Vacation 

Source:  Heart + Mind Strategies (http://www.visitlasvegas.com/vacationstudy/)



70Benefits in Taking a Vacation 

Source:  Heart + Mind Strategies (http://www.visitlasvegas.com/vacationstudy/)



71Benefits in Taking a Vacation 

Source:  Heart + Mind Strategies (http://www.visitlasvegas.com/vacationstudy/)



72International Visitation Forecast  to U.S. 
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74U.S. Domestic Visitation Forecast

Forecast of Total Domestic Person‐Trips
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U.S. Domestic Business Visitors  (millions)

475 0

480.0

485.0

U.S. o est c us ess s to s ( o s)

1.4%

460 0

465.0

470.0

475.0
1.3%

2.2%

445 0

450.0

455.0

460.0

440.0

445.0

2011 2012p 2013p 2014p

Source:  U.S. Travel Association 



76Corporate Meetings

Source:  PhoCusWright’s Groups and Meetings: Driving Success in Business Travel’s Most Complex 
Segment, 2010



77U.S. Domestic Leisure Travel Forecast

U.S. Domestic Leisure Visitors  (millions)
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78U.S. Consumer Travel Trends – Incidence of Travel

Source: PhoCusWright’s Consumer Travel Report Fourth Edition 



79U.S. Consumer Travel Trends – Destination Selection

Source: PhoCusWright’s Consumer Travel Report Fourth Edition 



80U.S. Consumer Travel Trends – Frequency of Travel

Leisure Business

Source: PhoCusWright’s Consumer Travel Report Fourth Edition 



81U.S. Consumer Travel Trends – Annual HH Travel Spend

Source: PhoCusWright’s Consumer Travel Report Fourth Edition 
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Smartphone usage:

Source: Mobile Hits the Mainstream: Understanding the Evolving Mobile Travel Opportunity Technology 
and Industry Trends , PhoCusWright Inc
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Source: Mobile Hits the Mainstream: Understanding the Evolving Mobile Travel Opportunity Technology 
and Industry Trends , PhoCusWright Inc
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Source: Mobile Hits the Mainstream: Understanding the Evolving Mobile Travel Opportunity Technology 
and Industry Trends , PhoCusWright Inc
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Source: Mobile Hits the Mainstream: Understanding the Evolving Mobile Travel Opportunity Technology 
and Industry Trends , PhoCusWright Inc
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Thank you!

Questions???

To learn more about AOT, visit www.azot.gov

To download this presentation, go to www.azot.gov, click on 
Research & Statistics, then go to Arizona Research Reports & 

Presentation and you will find the link under the presentation tab


